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摘  要 
 














































China's mobile telecommunications market is developing rapidly in recent years, 
and the community has aroused extensive attention. Intense competition, operators of 
the new pattern of competition, communication slowdown in the growth rate, makes 
China Telecom has been completed by the seller's market to a buyer's market change the 
course, buyer's market means that consumers accounting for a dominant position, the 
more the right to choose. Operators in order to keep old customers and attract new 
customers, develop new business and products, the implementation of differential 
marketing strategy.  
This paper mainly to Chinese largest mobile communication operators -- China 
Mobile Group as an example to study. First analysis of China Mobile the market where 
environmental and research background, Marketing differences in the theory and 
marketing mix 4 P's theory, combining the actual situation of China Mobile, the 
introduction of the "4P + S" model that is based products (including brand, business, 
prices, channels, marketing and services) five elements of the marketing mix. 
Application of this model, this paper analyzes the current implementation of China 
Mobile Marketing differences of the main contents and basic situation China Mobile 
also Differential Marketing Strategy existing problems and shortcomings Department 
were discussed. Finally, against China Mobile Differential Marketing deficiencies 
Department proposed a plan to improve the response. By focusing on the differences of 
the five marketing mix elements analysis and exposition, proved a basic viewpoints, 
China Mobile is not only fit, and must take different marketing strategies and can be 
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第一节  研究背景 
中国的移动通信市场近几年来发展迅猛，引起了社会各界的广泛关注。但是，
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早明确提出差异化战略并产生了巨大影响的是迈克尔·波特( Michael E. 
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价值提供模式，并由此产生了“一对一营销”概念。根据佩珀( Don .Peppers )和







行销全球总监葛斯·哈伯（Garth. Hallberg）在《差异化行销》（All Consumers A
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